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THE TOUGHEST 


(Outlasts rubber 2 to 1) 


EASIEST TO HANDLE 


(Superior “feel” and perfect balance) 


THE BEST BUY 


(For playing performance and economy) 


Wilson TN Line 
Top Notch 


“Five years in development by Wilson 
research technicians— but worth every 
moment,”’ say enthusiastic coaches, 
teachers, and recreation managers who 
have field tested the TN line. Wilson’s 
TN (Top Notch) ball line is the prod- 
uct of the latest advances in inflated 
ball construction. It provides the 
maximum in playing performance, 
durability, value and economy. 

Have your local dealer or Wilson 
representative show you the TN line. 
You’ll discover at once why the new 
Top Notch line of inflated ball prod- 
ucts by Wilson is the finest available. 


Win With 


Wilbon 


WILSON SPORTING GOODS CO., CHICAGO 
(A subsidiary of Wilson & Co., Inc.) 





MEET AND TALK with industrial 





| 3 you CAN answer 
these 10 questions 


@ What does automation mean to industrial recreation? 


@ How can industrial recreation improve our company’s re- 
tirement program? 


@ How and when are we liable for recreation injuries? 

@ How much should be spent per employee for recreation? 
@ Should we build our own recreation facilities? 

@ Where do vending machines enter the picture? 

@ How do we plan for family recreation activities? 


@ How can we get more employee participation for our rec- 
reation dollar? 


@ What can our program offer to promote executive health 
and fitness? 


@ Why is recreation essential to good business? 








DON’T 


Y-VateMeMe(-V(-Yeteli- 


BUT IF YOU don't know all the answers, the 
best way to make sure that your recreation pro- 
gram is the most comprehensive for your com- 
pany’s needs is to attend NIRA’s 19th annual 
Conference and Exhibit in Detroit this May— 


ice) 


directors. Together you have a vast pool 
of know-how unobtainable elsewhere. 


HEAR AND SEE top speakers, demon- 
strations and exhibits which kindle new 
ideas and keep you abreast of trends. 


HELP AND BE HELPED in panel 
sessions where the give-and-take solves 
your problems of today and tomorrow. 





REGISTRATION fee: $40. for NIRA 
members, $50. for non-members, in- 
cludes three luncheons, two banquets, 
appropriate tours, Special wives pro- 
gram $20. Send reservations to NIRA, 
203 N. Wabash Ave., Chicago 1, Il. 
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‘TOP MANAGEMENT SPEAKS: 
































SUCCESSFUL 
RECREATION 
PROGRAMS 


spring from the individual 


AND THE 
PHILOSOPHY 
OF A COMPANY 
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The scope of any company’s recreational program js, fam Mn 
reflection of individual attitudes. Usually a high degree o i °" 
participation in recreational activities is evidence of a wel. iy Mot 


rounded program that appeals to the employee and th® a 
members of his family. 3 - 


A successful activities program can be traced to the basic | HEF 
philosophy set forth by the management of a company, NN i 
sound management philosophy which creates job security, 
opportunity and self-expression often provides the impety jy ™ 
necessary for employees to seek social satisfaction aboy ~ 
and beyond the job. " 

Individual loyalty to a company is derived from many {ii Of 
factors, but the feeling of “belonging” comes from the (i Uni 
recognition one receives on the job and by participating in 
the activities sponsored by the company. At The Chem: IM 
strand Corporation, we feel that friendships are made af # 
work, and we know that these friendships are strengthened 4 
on the ball diamond, on the basketball court, at the bovw! re yon 
ing alley and at many other social gatherings. mS. 

At work and at play, Chemstrand men and women have ff 
demonstrated their esprit d’ corps in many ways. Tw }) Te 
months ago Chemstrand nylon plant employees exceeded . 
their previous world’s textile safety record of 17,106,185 9% ° 
safe man-hours, and in ten short years the name of Chem a. 
strand has become analogous with quality and_ succes # 2 
throughout the textile world. #&B 

These outstanding accomplishments are just a few of the (My De 
experiences that the employees of Chemstrand have sharei i *! 
together. We feel that a part of the success of our com § "* 
pany has been a dividend of the recreational program e& § & 


tablished through the interest and efforts of the employee : 
themselves. - 


Since the Chemstrand Employees Recreation Association fy 
was first formed in 1954, it has grown from a small grow 
of charter members to approximately 4,000 active men ani 9% & 
women who have enthusiastically inspired the recreationd J ¢ 
program to include activities undreamed of at that time. " 

The accomplishments of the Chemstrand Employees Ree (§ 4 
reation Association are becoming increasingly know§ 
throughout the world of industrial recreation, and we be 
lieve that the future will provide continued rewards tha} 
will contribute to the employees’ sense of loyalty and feel . 
ing of participation. 


Fred Gronemeye! 


Vice President and Director! 
Nylon Manufacturing 
The Chemstrand Corporation 
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Ind., conducts its ever-popular Easter 
activity, ‘Parade de Chapeaux.”’ 


PICNIC SPECIAL 

R/M runs the gamut on picnic games 
and events listing them in chart form 
with rules, type of equipment, space 
required and other data to assist you 
in planning this year’s program. 
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VENDING 
CONTRACTS 


ARE GOOD BUSINESS y 


For the benefit of location owner as well as operator, written contracts 


are necessary in today’s complex business of automatic merchandising f 


Regardless of your present feelings on the subject, be 
prepared to sign a written contract covering any future 
vending installation at your plant. 

This does not mean the day has already arrived when 
vending operators will demand written contracts at every 
location. It does mean, however, that the automatic 
merchandising industry has now generally accepted the 
contract as a necessity in today’s complex business of mullti- 
machine and full-line vending. 

Previous vendor opposition to contracts has been over- 
come by the increased costs of equipment and of doing 
business. Add to this the small profit margin allowed opera- 
tors on their large service and equipment investments, and 
the written contract becomes mandatory from their point of 
view. 

A number of operators will flatly turn down new busi- 
ness if the location refuses to sign a contract. Many opera- 
tors, however, will still drop contract demands if the objec- 
tions of the location owner would result in losing the 
account. 

Location owners have traditionally felt that a contract 
puts them at the mercy of the operator. They have the im- 
pression that, protected by a contract, the operator is free 
to “milk” the account, to provide poor service and main- 
tenance while the location owner is powerless to act until 
the contract expires. 


ARE LOCATION OBJECTIONS JUSTIFIED? 


But how valid is this objection? Is it possible that a 
written contract can benefit the location owner as well as 
the operator? 

First, most contracts written today contain 30-day can- 
cellation clauses. Such clauses are actually dangerous to the 
operator, and in no way restrict the location owner in 
soliciting better offers. Even 60 and 90-day clauses offer 
little security to the full-line vendor who frequently must go 
heavily in debt to purchase equipment and pay installation 
costs. 





This article is based on a series of articles written by 
Herbert M. Beitel, legislative counsel for the National 
Automatic Merchandising Association and published by 
VEND magazine. 
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To compensate for this disadvantage, some contracts ar” 
written with a provision for liquidating damages. Unde) ) © 
such a clause, the party that breaks the contract must paJ) © 
damages in the amount stipulated by the contract. Thee!) ¢ 
amounts have ranged from $100 to $25,000 depending > ¢ 
usually, on the size and sales volume of the installation, [> 

While a substantial clause for liquidating damages maks)) 
the location owner think long and hard about cancellin!) 1 
out, it can also work to his advantage. IK I 

Secondly, experienced operators realize that, with «| Es 
without a contract, the only way they can make a profi” "§ 
and keep the location is to provide good service and goolfe 
food, and thereby satisfy the location owner. i 

Thirdly, it must be remembered that a contract, in is % 
simplest definition, is an agreement between two parties vy * 
do, or refrain from doing, certain things. A verbal con § ! 
versation may result in a contract, but enforcement can hk ! 
very difficult. A verbal contract is the least desireable wf | 
both parties because it relies on the whims of huma%y 
memory. 





WHAT ADVANTAGES DOES A CONTRACT OFFER? 


If these points are not sufficient to ease location owne 
qualms about “being tied down by a contract,” then the 
following direct advantages of a written contract should: } 

No misunderstandings. The primary reason for any 
contract is to set down precisely what each party can ani 
cannot do. As such, a good written contract will minimiz) 
the possibility of misunderstanding, fear and distrust by] 
either party. The result will be increased good faith, an & 
sential requirement for any successful business arrangt f 
ment. 

Records and accounting. A good contract requitt 
the operator to maintain accurate records of all merchan 
dise, collections, sales and inventories. It also authorizes th 
company to inspect these records to verify the accounts 
This provision is an absolute necessity in any contract. 

When high commissions granted by an operator in ordet 
to obtain the business begin to eat into his profits, or he| 
needs a larger profit at one location to pay off losses a 
another, lack of vigilance by the location owner could 
tempt even the most astute operator. 

As in any business transaction, regardless of the relation 
ship, it is up to the buyer to keep the seller honest. When 
commissions are involved, this becomes imperative. 















Compensation. A contract sets down the exact amount 
of commission the location owner is to receive on each 
product vended. In full-line vending it is important to es- 
tablish these figures clearly since the rate of commission 
can vary greatly between different products. 

Liability and insurance. The contract holds the opera- 
tor responsible to indemnify and hold the company harm- 
less against all claims, loss or liability arising from damage 
to property or injury or death to persons occurring because 
of the operation, maintenance, lack of maintenance or in- 
stallation of vending machines. 





> It requires the operator to carry workman’s compensa- 
© tion insurance and product liability and property damage 
© insurance within specified limits. 

In this same provision the location owner should agree 
* to cover the losses from damage to equipment, theft of 
ie money or merchandise resulting from negligence or ma- 
licousness of the company’s employees. This is only proper 
> since the operator has mo control or jurisdiction over the 
location owner’s employees. 

Third party beneficiary. When receipts from vending 
operations are given by the company to an employee group 
© ora special fund, the recipient should be designated in the 





must pal 


ct. Thee?! contract. The company may still want to retain control over 
pending the accounting procedures or may turn this over to the 
ation, |) third party as beneficiary. If the detailed accounting and 
es make) checking is to be assumed by the beneficiary, then the 


record keeping and access provisions should be changed to 
reflect this. 
Services furnished. Here are spelled out some im- 


ancelling a 3 


with orf 








a profi) portant agreements. The operator states in broad terms the 
ind golf services he is to maintain and most of his responsibilities 
in connection with furnishing such services. 


The contract guarantees compliance with sanitation 


ct, in im 
» standards and pure food laws. The operator should agree 


parties t 


bal con to install additional machines, at no cost, if consumption 
t can kf merits increased installations. He promises to keep the 
‘eable tf machines supplied with sufficient amounts of food and 
 huma 
n owner 


then the 





arrange | 
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in order 
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OUTSTANDING EXAMPLE of a full-line vending installa- 
tion in a company cafeteria is this layout in the new head- 
quarters building of KW-Dart Truck Co., Kansas City, Mo. 


beverage and guarantees its quality. 

Some locations give the operator control over the prices 
and size of portions sold while the operator assures that 
both will be reasonable. 

Other locations require that prices and/or portions be 
spelled out. This, of course, gives the company better con- 
trol, but, at the same time, could make the contract too in- 
flexible. In the event of price, tax and license increases, 
this provision might require many contract revisions. 

Entire agreement. This clause in a contract prevents 
changes or informal modifications that could undermine 
the entire contract. It provides that no modifications or 
waivers are valid unless made in writing. An “alterations” 
clause in the contract provides that no changes can be 
made without the approval of both parties. 

In addition, a contract clearly establishes responsibility 
in such other important areas as maintenance, payment of 
laxes, sanitation, janitorial services (the company’s respon- 
sibility), service connnections and the conduct of the opera- 
tor’s personnel. 

The contract establishes title to equipment and _ states 
rules by which to settle disputes. 


A GOOD CONTRACT IS A GOOD FRIEND 

Some of the opposition to contracts can undoubtedly be 
traced to poorly drawn contracts that have created serious 
trouble. Proper drafting is essential. Carefully written, a 
contract is a good friend; poorly drawn it can become a 
vicious enemy. A local attorney should always be consulted 
in preparing a contract form. 

Sample vending contracts are available from NIRA, and 
an example of a full-line vending agreement will be carried 
in the March issue of the NIRA Newsletter. Obviously, 
however, such a contract cannot provide for all possible 
situations. While it serves as a good guide, effective con- 
tracts must reflect the specific needs of the particular loca- 
tion owner and operator, and local tax and license require- 
ments. 


















era. 





The wide panel above the venders illustrates truck models 
through the years. This restful room is decorated in shades 
of blue, spicewood and beige. 
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Veteran sporting goods salesmen will 
tell you experience is the key to buy- 
ing team athletic equipment. 

Unfortunately, this is the hard and 
often painful way to learn how to get 
the most for your equipment dollar. 
Years of trial and error are often 
wasted before an individual buyer 
comes up with his own effective sys- 
tem for selecting equipment. 

Luckily, we can profit from their 
experience. The Athletic Goods Manu- 
facturers Association; drawing on the 
knowledge of manufacturers, dealers 
and consumers; has found that, while 
every buyer uses his own formula, they 
all cover the same basic points. 


PERFECTION in softball equipment selec- 
tion is personified by Al Linde, softball Hall 
of Fame pitcher for The Dow Chemical Co.. 
Midland, Mich. 


HOW TO BUY! 


SOFTBALL UNIFORMS 


Outlined below are six general 
categories that the buyer usually keeps 
in mind when selecting equipment. 

1. Design and material. These 
two tests of sports equipment go hand 
in hand: design must be practical; ma- 
terial must be thoroughly serviceable. 

Be skeptical of dressed up items that 
sacrifice basic design and _ playability 
for eye-appeal. The extras and frills 
may serve no functional purpose, but 
you pay for them. 

Full cuts and honest sizing in all 
athletic clothing should be checked. 

Material standards are the most dif- 
ficult to analyze without technical as- 
sistance and considerable experience. 


Efficient equipment selection depends on the purchaser’s 


ability to follow these six guide rules for sound buying 


Don’t be hesitant to try new materials 
since they usually are improvements 
over older products. 

Buyers who want additional counsel 
on fabrics, other than that of the 
manufacturer or dealer, have found it 
worth their time to consult a clothing 
dealer, the buyer of yarn goods at a 
department store and a dry cleaner. 

2. Utility and cost of mainte 
nance. Equipment should be pur 
chased on the basis of utility. It should 
meet specific game and safety needs. 
Consider these requirements: (1) do 
the extras on the equipment make it 
dificult to maintain, (2) will the 
equipment clean up easily, (3) does 












KNIT SHIRTS 


© 


FABRIC PANTS 


if a loose fitting pant is preferred. 


Men/‘s Softball Uniforms 


Softball shirts are made to actual size. A size 38 shirt will fit a 
plaver with a 38 inch chest. Extra length shirts should be ordered 


Softball pants should be ordered to actual size, or one size larger 


UNIFORM SIZING CHARTS 


Boys’ Baseball Uniforms 


YOUTH’S UNIFORMS 


Shirt Size 


for unusually tall. players. Pant Size 
Shirt Size 34 36 38 4 42 44 46 Quantity 15 
Quantity 12 1 2 4 1 

15 1 2 5 2 

18 2 3 5 3 


20 


Always order baseball uniforms one size larger than actual chest 


and waist measurements to assure ample fullness. 


BOYS’ UNIFORMS 









' Age 8 10 12 14 16 

Pant Size 28: 30 32 34 36 38 40 Shirt Size % 28 30 32 34 
Quantity 12 1 2 4 4 1 : 

15 1 2 5 5 1 Pant Size 25 26 27 28 30 

18 1 :- £8 a Quantity 15 1 3 4 4 3 


This sizing 


guide was prepared by the 
Athletic Goods Manufacturers Association to 
aid both in buying quantity lots for a team 


and in ordering equipment for specific play- 
ers. Similar information is available on other 
sports. 
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the equipment have to be repaired and 
reconditioned after normal use? 

3. Safety factor in protective 
equipment. In most protective equip- 
ment, the first consideration must be 
safety for the wearer. Price and other 
factors are secondary. Set minimum 
safety standards for all the equipment 
you buy. Then make sure you buy 
more than meets these requirements. 

4. Quality and workmanship. 
There is no substitute for quality. 
However, quality does not necessarily 
mean the most expensive piece of 
equipment. What the buyer looks for 
is the consistency of quality in a line 
of products, whether it is fabric, 
leather or plastic. 

First determine the quality you want 
in an item, then attack the problem of 
how much you should pay for it. 

To most buyers, workmanship is the 
most important feature of any piece of 
equipment. Regardless of design and 
material, the item lacks quality if it is 





the not expertly manufactured. 
nd it [It is not uncommon for a buyer to 
thing purchase a single item from a quantity 
at a which he later intends to buy. He then 
er, compares the item with what is 
inte- presently used. 
pur- 5. Source of supply. Buyers ex- 
nould pect merchandise that measures up to 
eeds, the standards discussed above. These 
) do standards must be solidly backed with 
ke it proven reputation for sound business 
the policies, and that’s something which 
does can only be obtained by dealing with 
Baseball Caps 
Baseball (softball) caps are ordered actual 
size. Relationship between head measure- 
40 ment, cap size and team requirements are 
shown below: 
36 
Head 
, Measure- Size Boys Youth Men 
ment 
chest 20/6 6'h | 0 0 
20'%6 6% ] ] 0 
21.6 6% 2 2 0 
216 6% 3 3 1 
1% 22 7 4 3 4 
22% 7%, 2 2 6 
Mt 224, 7 V4 1 1 4 
30 Ff 23%, 7% 1 1 2 
3 2% = = 87% #0 0 1 
= Boys and youth requirements based on 








quantity of 15, men on 18. 





reputable salesmen, dealers and dis- 
tributors. 

How can you know who are “repu- 
table” dealers? He will show samples 
on request. He will show you a variety 
of items from which to make your 
selections. He will service his account. 

6. Price. Price is usually the last 
thing a buyer considers. He knows, 
that in order to buy economically, all 
the other standards must be judged 
first. Only then can the true value of a 
product be determined. 

Although high price does not always 
mean high quality, in athletic equip- 
ment this is quite likely to be true. 
Generally, you get what you pay for. 

One buyer aptly summed up the 
question of price when he remarked, “I 
remember quality long after I’ve for- 
gotten price.” 

Don’t take chances with 
low-cost equipment. Never buy on the 
factor of price alone. 

Efficient equipment selection de- 
pends on your ability to translate these 
guide rules into action. Most buyers, 
however, admit that they are not ex- 
perts on all six categories. They must 
depend on the salesman in many in- 
stances to satisfy them on product de- 
tails. 

Even with mastery over these six 
rules plus the counsel of a trusted sales- 
man, you must still tackle a big prob- 
lem: sizing. 

In a few months, your company soft- 
ball season will open. Through careful 
planning, you may already know the 
exact number of teams that will take 
the field. 

Chances are, however, that you 
won't have a list of all players until 
shortly before the first game. How 
then, can you order uniforms that fit? 

To ease this burden, sporting goods 
manufacturers made a national study 
of size requirements, That portion of 
the study pertaining to men’s softball 
and boys’ baseball uniforms is repro- 
duced here to help you determine the 
uniform requirements of company 
sponsored teams. 

The Sizing Guide can also be used 
to order equipment for the individual 
player and outlines special features of 
each equipment item. 


un-tested 





This article is based on the booklet, 
“How To Budget, Select, and Order 
Athletic Equipment,” published by the 
Athletic Goods Manufacturers Assn. 
and additional information made avail- 
able by Wilson Sporting Goods Co. 





HOW TO MEASURE 


1. CHEST. Be sure the tape is snug under the 
arms and over the shoulder blades. 


2. WAIST. Place the tape above the hips and 
around waist like a belt. 
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3. HIPS. Measure around the widest part. 


4. INSEAM. Measure inseam from close up 
the crotch to top of the heel of the shoe 
when full-length pants are ordered. For 
baseball style pants, check on the meas- 
urement recommendations of the manufac- 
turer of the clothing you select. 


5. OUTSEAM. Measure from the waistline to 
top of heel of shoe for full-length pants. 
For shorter pants check manufacturer’s 
recommendations. 


s 
a 
2 
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6. SLEEVE. Take measurements from center 
of back over elbow to wrist. Keep elbow 
bent, straight out from shoulder. 


HEAD. (Not shown in diagram). The tape 
should run across forehead about 1% 
inches above eyebrows and back around 
the large part of the head. 








AIR CARRIERS 
COMPLETE 
TRAVEL CHECKLIST 


Airline members of NIRA Travel Council set 


up specifications for group air movements 


The air transportation section of the NIRA Travel Service 
Checklist has been completed and approved by a special 
committee of NIRA airline members. 

With the addition of a section covering the land portion 
of employee group tours, which is still in preparation, the 
completed Checklist will aid industrial recreation directors 
in negotiating with carriers and tour operators for employee 
tour arrangements. 

As a yardstick of ethical conduct to guide directors in 
judging competitive travel bids, the Checklist will take the 
guesswork out of tour planning, and give directors a posi- 
tive basis for determining quality of travel service as well 
as quantity. 

The air transportation section covers all essential plan- 
ning areas as well as little known, but vital, technical points. 
It is broken down into the following subdivisions: 

1. Equipment (type of aircraft and its features) 

2. Configuration (passenger accommodations) 

3. Meal service 

1. Bar service 

5. Baggage allowance (may vary greatly) 

6. Intermediate stops and delays enroute 

7. Proposed departure and arrival times 

8. Tariffs (and basis for computing charter rates) 

9. Contractural obligations (deposits, cancellation) 

10. Insurance coverage of passengers 

11. Documentation and fees (inoculation, passports, head 

taxes, customs fees, etc.) 

12. Eligibility for charter carriage (CAB regulations) 

In short, the Checklist provides the director with every 
important question he should ask each carrier bidding for 
the tour. After he has weighed and evaluated the various 
answers to these questions, he is then in a position to judge 
price. 


AID TO JUDGING QUALITY OF TRAVEL SERVICE 

Such a qualitative analysis of each travel bid cannot be 
over-emphasized. Travel is essentially a service, an_in- 
tangible commodity that is difficult to evaluate. A cursory 
examination of the product is not sufficient to determine 
the value received for the price quoted. 

One of the most important points covered by the Check- 
list concerns contractural obligations of the employee group 
to the carrier. Since individual contracts of the carriers 
vary, the recreation director should clarify the requirements 
with regard to deposits and cancellation penalties, and 
whether or not, in the event of a lower rate charged to 
the carrier after the contract has been signed, the employee 
group would receive a refund. 
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Most major carriers would be governed by the rate in 
effect at the time the charter operates. 

Another important phase in evaluating competitive bids 
involves payment of passenger expenses resulting from 
lay-overs enroute due to weather or mechanical difficulties, 
Most major carriers will assume these expenses. 

The checklist also alerts the director to the importance 
of administrative details such as personal documentation 
and public health requirements. Any passenger checking 
in for departure without satisfying these requirements can 
be refused carriage by the airline without recourse and, in 
the case of a charter flight, without refund. 


CLEAR-CUT LIST OF CHARTER COSTS 

The usefulness of the Checklist is greatly enhanced by 
a clear-cut listing of what expenses are, and are NOT in- 
cluded in the charter price by all reputable carriers. 

The recreation director should expect the following 
charges to be included in the charter cost and not borne 
by individual passengers as an additional assessment: 

¢ Equipment 

* Food 

¢ Liquor 

¢ Baggage up to a specified allowance 

¢ Insurance up to $8,000 per passenger 

¢ Layover expenses in connection with involuntary delays 

enroute 

¢ Charges including customs, immigration and_ public 

health clearances 

¢ Servicing and aircraft handling charges 
Charges not included in the charter price by reputable ma- 
jor carriers are: 

¢ Transfers of passengers and baggage except in connec: 

tion with involuntary lay-overs 

¢ Cost of personal documentation requirements 

* Cost of airport head taxes or tourist taxes 

The development of the Checklist is a joint project under- 
taken by the NIRA Board of Directors and the NIRA Travel 
Council. Upon the completion of the tour operator’s section, 
the Checklist will be submitted to the Board of Directors for 
approval and endorsement. 

Subsequently, the Checklist will be sent to all NIRA mem- 
bers. Together with the “Let’s Talk Travel” brochure, which 
outlines the steps in organizing an employee travel club, 
and the CAB’s definition of charter regulations (R/M. 
Sept. 1959, page 14), the Checklist will comprise a com- 
plete package for operating travel programs. 





AIRLINE CHECKLIST COMMITTEE 


The following members of the NIRA Travel Council 
formulated the air transportation section of the 
NIRA Travel Service Checklist 


Carrier Representatives: 

ALASKA AIRLINES 

PAN AMERICAN WORLD AIRWAYS 
TRANS WORLD AIRLINES 

SABENA BELGIAN WORLD AIRLINES 


Alvin C. Schweizer 
Phil Seifert 
Herb Lynn 
Jan Yones 


NIRA Representative 


REPUBLIC AVIATION CORPORATION Oskar Frowein 


Other carrier members: KLM Royal Dutch Airlines and United 
States Overseas Airlines, Inc. 
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EXAMPLE OF PHOTOS which will be entered in NIRA’s 
camera contest is this honorable mention winner in the animal 
division of a contest held by the White Cap Company. 


NIRA Camera Contest 


Amateur shutterbugs shoot for trip to Mexico, 


other prizes in NIRA’s employee photo contest 


One week’s vacation for two in Mexico City awaits the 
winner of the first annual Employee Photo Contest spon- 
sored by the National Industrial Recreation Association. 

Running for the full calendar year of 1960, the contest 
is open to any amateur photographer of a NIRA member 
company. His family members are also eligible. 

Each contestant may submit as many entries as he de- 
sires in either or both contest classifications: Open and 
Recreation. The Open Division places no restrictions on 
photo subjects. Photos entered in the Recreation Division 
must have been taken of some phase of the employee’s 
company recreation program. 

The Mexico City trip which will be awarded to the win- 
ner of the Open Division includes expenses for air trans- 
portation to and from the air terminal nearest the winner’s 
home, and covers meals, lodging and sightseeing in Mexico 
City. Travel arrangements have been made through Happi- 
ness Travel Service, Chicago. 

Winning photo in the Recreation Division will appear on 
the cover of the March 1961 issue of RECREATION MAN- 
AGEMENT. In addition the Recreation winner will receive 
$25. value in his choice of photo equipment or supplies. 


ADDITIONAL AWARDS TO WINNER’S CLUB 

Other awards for the second through fifth place selections 
in each classification will consist of the latest in camera 
equipment, supplies and accessories. Still more prizes will 
be awarded to the winner’s camera club. 

Only black and white photos no larger than 10 inches 
in their longest dimension will be accepted, and no artwork 
or retouching on the print or negative is allowed. 

There is no entry fee or official entry form. Merely print 
the entrant’s name, address, name of company and recrea- 
tion director on the back of each photo. 

Complete contest rules appeared in Feb. 1960 R/M, page 
10, and will be published in the next NIRA Newsletter. 





[ag Vegag Luxury 
at Economy Prices! 


AT THE 
STARDUST 
WORLD’S LARGEST RESORT HOTEL! 
UNSURPASSED MEETING FACILITIES FOR 10 to 
1200 PERSONS...13 Meeting Areas & Private Con- 
ference Rooms « 2 Giant Stages for Showmanship 

Demonstrations + Exhibitors Gallery 

FUN 'ROUND THE CLOCK...2 Olympic-size Pools 
* Smart Shops « Stellar Entertainment in the Star- 
dust Lounge « All the Excitement of Las Vegas 
SUPERB FOOD...Four Delightful Dining Areas + 24- 
Hour Service. 


wn eo ee oe | 
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Ask about 
Stardust PACKAGE TOUR 
$26 ...3 Days, 2 Nights 


1295 DELUXE 
ROOMS & SUITES 
ROOMS from 


$7 to $13 
At-Your-Door Parking 


On Stage! 
The World's Greatest Floorshow! 


LE LIDO DE PARIS 
vue 








Ideal Sponsors award or High Aver- 
age award. Rich chrome finished 
electric clock—black dial—gold nu- 
merals—red second hand—110 volt 
AC. Take up reel in base conceals un- 
used cord. Mounted on hand-rubbed 
ebony base with silver figure—most 
modern award available today. 


#500 — hgt. 7” — $35 (with transistor clock — $45) 
40 years experience in Trophies, Plaques, Gifts, Prizes—Complete 
line of bowling awards—Specialists in trophies of all kinds. League 
quantity prices. 

Send for free catalog! Dept. RM 


EDWIN W. LANE CO. 


32 W. RANDOLPH ST. 
CHICAGO 1, ILL. 











imagination and resourcefulness 
are vitally important to the 
success of any 

industrial 

WH AT’S THE recreation 
director. 

“Old stuff” is no fun. It’s the 

fresh approach, the new wrinkle 

that make 

BIG IDEA? "rr 
% grow in 

popularity. 

The big ideas which do the job best 

are reported each month in R/M. 
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INDUSTRY BOWLERS 
ROLL-OFF AT CANTON 


Timken Roller Bearing, NIRA, co-sponsor 13th annual National 


Industrial Bowling Tournament in Canton, Ohio, March 26-27 


Sixty company teams and 300 truly 
amateur bowlers will roll-off March 
26 and 27 for industry’s national bowl- 
ing championship. 

To be held at Canton Recreation 
Lanes, Canton, Ohio, the 13th running 
of this annual, industry-only event is 
open to any team whose bowlers are 
bona fide employees of the company 
they represent. 


60 TEAM LIMIT 

Entry deadline has been set at March 
11, but the field will be cut off as soon 
as 60 teams have signed up. 

Companies which have not yet re- 
ceived the official entry form may ob- 
tain one by writing: Hal Richter, Rec- 
reation Dept., Timken Roller Bearing 
Company, 1835 Dueber Ave., S. W.., 
Canton 6, Ohio. 

As in the past, each company loca- 
tion may teams. Also, to 


enter two 


equalize competition between large and 
small companies, team averages may 
not exceed 940. There are no restric- 
tions on individual averages. 


will come to life March 26-27 for the 


National Industrial Bowling Tourney. 
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The entry fee of $38.25 per team 
is broken down to cover tournament 
costs as follows: 

Bowling fee—$22.50 

Prizes and trophies—$12.00 

Administration—$3.75 
In addition, 





tournament co-sponsor, 
Timken Roller Bearing, will give each 
bowler $2.00 in tickets which can be 
redeemed for food and beverages. 

Team and individual champions will 
be showered with a liberal distribution 
of trophies and merchandise awards. 

For the second year, the Whirlpool 
Corp. will present a combination 
washer-dryer to the individual who 
rolls the highest nine game total. 

The winning team will receive the 
handsome Briggs Rotating Trophy plus 
individual awards, and the other top 
five teams will receive awards. 

In addition, individual trophies will 
be presented for the top three single 
game, three game and nine game 
scores. 

Sanctioned by the American Bowling 
Congress, the tournament requires all 






EMPTY LANES at Canton Recreation TOP PRIZE to the individual who rolls the highest nine game total is this Whirl- 
pool Combination, valued at $589.95 retail. Here, 





male entrants to be ABC members and 
to present their membership cards 
prior to their scheduled bowling time, 
Each team will roll nine games across 
six lanes (three games on each pair of 
lanes). ; 
Originated in 1948 by the Goodyear 
Tire & Rubber Co., the National In. 
dustrial Bowling Tournament is spon- 
sored by a different company each 
year. In 1959, the event was hosted by 
the Whirlpool Corp., St. Joseph, Mich. § 
Defending champion Auto Special: 
ties Corp. of St. Joe put together a nine 


game total of 8696 for a 117 pin lead : 


over runner-up Firestone Tire & 
Rubber Co. of Akron, Ohio. 

In a tight, three-way race for indi- 
vidual honors, George Jelinek, Eaton 
Mfg. Co., Cleveland, Ohio, won in the 
last frame with a nine-game 1868 pin 
total. 

For the first time, this year’s meet 
will be co-sponsored by the National 
Industrial Recreation Association with 
NIRA Regional Director Earl Schrei- 
ber, also Timken’s recreation director, 
supervising activities. 


NATIONAL REPRESENTATION 

Early entries from New York and 
Florida teams give promise that the 
1960 event will be truly national in 
scope. Normally, representation has 
been primarily restricted to Ohio, In- 
diana, Michigan and other Midwestern 
States. 

Site of this year’s meet, Canton Ree- 
reation, boasts 30 of the finest. fully 
automatic lanes in Ohio, with adequate 
parking and checking facilities avail- 
able. 


WHIRLPOOL 
COMBINATION 
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last year’s winner George 


Jelinek accepts the washer-dryer from Whirlpool’s Steve Wendelken. 
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LOUISVILLE SLUGGER 
‘ BASEBALL BATS 
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y 125 GENUINE AUTOGRAPHED LOUISVILLE SLUGGER—POWERIZED. Natural ash white finish. Turned from choice, open-air-seasoned white ash. 





‘ Genuine autographed models of the twenty sluggers listed below comprise the No. 125 line. An assortment of not fewer than six different models is 
guaranteed to each carton of one dozen. Packed 4/33'', 5/34'', and 3/35"' bats in each carton. Shipping weight, 27 pounds. ‘ Each $4.60 
MODELS: j 
; Henry Aaron Orlando Cepeda Nelson Fox Harvey Kuenan Duke Snider 
Richie Ashburn Bob Cerv Al Kaline Mickey Mantle Frank Thomas 
Ernie Banks Rocky Colavito Harmon Killebrew Ed Mathews Gus Triandos 
Yogi Berra Joe Cunningham Ted Kluszewski Jackie Robinson Ted Williams 


1258 SPECIAL AUTOGRAPHED LOUISVILLE SLUGGER—POWERIZED. (Not illustrated). Quality and finish identical to No. 125 above, but turned to 


y slightly smaller dimensions for the particular requirements of High School, Prep School, Babe Ruth League, Pony Baseball, and other teen-age players. 
Listed below are the autographed models in the 125S group. An assortment of not fewer than six different models is guaranteed to each carton of one 
: dozen. Packed 4/32'', 5/33'', and 3/34" bats in each carton. Shipping weight, 24 pounds Each $4.60 
MODELS: 
Henry Aaron Rocky Colavito Harvey Kuenn Jackie Robinson 
Richie Ashburn Al Kaline Mickey Mantle Duke Snider 
Yogi Berra Harmon Killebrew Ed Mathews Ted Williams 


43 ASH FUNGO. GENUINE LOUISVILLE SLUGGER—POWERIZED. (Not illustrated). Quality and finish identical to No. 125 above. Each carton of 
one dozen contains three (34'') infield and nine (37'' and 38") outfield fungoes. Shipping weight, 20 pounds Each $4.60 
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125 EBONY FINISH—GENUINE AUTOGRAPHED LOUISVILLE SLUGGER—POWERIZED. Turned from choice, open-air-seasoned timber. Rich ebony 
finish with gold branding. Six different models are guaranteed to each carton of one dozen. Packed 4/33", 5/34", and 3/35'' bats in each carton. Shipping 
MR, SF I nlcicrcrtasmwcasnciasiatiorticeh , , , ; Each $4.60 
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180 GRAND SLAM—Natural white finish. Turned from select northern white ash timber. Patterned after the original models of the famous sluggers 
whose names they bear. Six different models guaranteed to each carton of one dozen. Lengths 4/33", 5/34", and 3/35"' bats in each carton. Shipping 
weight, 26 pounds , : , , Each $3.60 





1508 SPECIAL GRAND SLAM—(Not illustrated). Quality and finish identical to No. 150 above, but turned to slightly smaller dimensions for the par- 
ticular requirements of High School, Prep School, Babe Ruth League, Pony Baseball, and other teen-age players. Six different models guaranteed to 
each carton of one dozen. Lengths 4/32", 5/33'', and 3/34" bats in carton. Shipping weight, 24 pounds Each $3.60 
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14S SPECIAL POWER DRIVE. Natural white finish. Turned from fine white ash. Patterned after the original models of the famous sluggers whose 
names they bear, but turned to “— smaller specifications for the particular requirements of High School, Prep School, Babe Ruth League, Pony 
ll, and other teen-age players. Six different models guaranteed to each carton of one dozen. Assorted lengths 32" to 34": shipping weight, 25 pounds. 


Each $3.10 


Bats for PONY BASEBALL Bats for BABE RUTH LEAGUE 
f 
Numbers 1258, 150S, 140S, and 130S (also the Junior and Any baseball bat in the Louisville Slugger line not longer than 
Little League numbers) are approved for PONY BASEBALL 34” may be used in BABE RUTH LEAGUE play. However, the 
Play. These numbers are particularly suitable for players of “specials” (125S, 150S, 140S, and 130S) are particularly suit- 
this age group. able for players of this age group. 


HILLERICH & BRADSBY COMPANY, INC., LOUISVILLE, KENTUCKY 
Also Makers of Grand Slam Golf Clubs 
Printed in U.S.A. Copyright 1960 



















H&B BASEBALL BATS 
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HARVEY KUENN MODEL 





14W SAFE HIT. Finished in natural ash white and pee in an assortment of famous sluggers' models in each carton of one dozen. Assorted lengths 
from 32° to 35°°: shipping gin gir IIE en ane ine ace oes NT Be oN a rai ee a NE Each’$2.70 
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11B_ BIG LEAGUER. Black finish with white 7 hae An assortment of famous winced models in each carton of one dozen. Lengths ae from 32'' 
to 35'': shipping weight, 27 pounds ach $2.30 
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1308 SPECIAL SAFE HIT. Turned from ash with rich dark maroon finish. Patterned after et models of the famous sluggers whose names they bear, 
but turned to slightly smaller specifications for the particular requirements of High School, Prep School, Babe Ruth League, Pony Baseball, and other 
teen-age players. Six different models guaranteed to the carton of one dozen, assorted lengths 32" to 34": shipping weight, 24 pounds Each $2.30 





9 LEADER. Light brown finish. Assorted famous sluggers' models. 


Assorted lengths, 


from 32" to 35''; shipping weight, 27 pounds Each $1.80 








LITTLE LEAGUE 


Performance makes them Famous 
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125LL GENUINE AUTOGRAPHED LITTLE LEAGUE LOUISVILLE SLUGGER. Large-size junior bat. Turned from select, open-air-seasoned white ash and 
hickory. Each carton of one dozen contains approximately half with natural white finish and half with antique finish. Autographs of Henry Aaron, Yogi 
Berra, Rocky Colavito, Nelson Fox, Mickey Mantle, and Ted Williams. Packed 3/29", 4/30", 3/31"', and 2/32'' bats in each carton. Shipping weight, 


21 pounds ; Each $3.50 
LITTLE LEAGUE 
@ . , 2 5 LOUISVILLE SLUGGER 





125BB GENUINE AUTOGRAPHED LITTLE LEAGUE LOUISVILLE SLUGGER—EBONY FINISH. Large-size junior bat. Turned from select open-air-seasoned 
timber. Imprinted white tape grip. Autographs of Henry Aaron, Yogi Berra, sesosdey Colavito, Nelson Fox, Mickey enamine and Ted Williams. Lengths, 








3/29"', 4/30'', 3/31", and 2/32" bats in each carton. Shipping weight, 22 pounds oH Each $3.10 
= cided vaatiaiprae MARCA RAS 
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125) GENUINE AUTOGRAPHED LITTLE LEAGUE LOUISVILLE SLUGGER. Medium-size junior bat. Turned from select open-air-seasoned ash. Approxi- 
mately half of the 125J bats have natural finish as shown above; the other half have an ebony finish. Autographs of Henry Aaron, Yogi Berra, Rocky 
Colavito, Nelson Fox, Mickey Mantle, and Ted Williams. Lengths 3/29", 4/30", 3/31'', and 2/32''. Shipping weight, 20 pounds... Each $2.70 











JL LITTLE LEAGUE ‘‘It's @ Louisville." Large-size junior bat with two-tone black barrel and white handle finish. Each bat contains the name of one 
of — bene on Henry — Yogi Berra, Rocky Colavito, ee -_— wnsetndh anegunian and Ted Williams. Pecan 29" to Pag shioging 
weight, 21 pounds ate SOR Bac 








J2 LITTLE LEAGUE. Large-size junio. bat. Light brown finish. Each bat branded with name of one of these ae hitters: Henry Aaron, Yogi 
Berra, Rocky Colavito, Nelson Fox, Mickey Mantle, and Ted Williams. Lengths 29" to 32". Shipping weight, 20 pounds Each $1.80 
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L SUISVILLE SLUGGER 


Performance makes them Famous 


SOFTBALL 
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125¥ LOUISVILLE SLUGGER OFFICIAL SOFTBALL BAT—MODEL 12. For the consistent hitter, a small-barreled bat with gradual taper to small grip. 
Antique finish. Finest selection of second-growth ash and/or hickory. One dozen to carton, 6/33'' and 6/34"; shipping weight, 24 pounds Each $3.60 


125SP LOUISVILLE SLUGGER ''SLOW-PITCH'' SOFTBALL BAT—ASSORTED OFFICIAL MODELS. Designed for the rapidly expanding game of slow- 


pitch softball and the more experience pers siete: a bat with more heft. senate finish oe One dozen in carton, 6/33"' and 6/34"; shipping 
weight, 28 pounds ee §' se ....... Bach $3.25 
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125W LOUISVILLE SLUGGER OFFICIAL SOFTBALL BAT. Assortment of popular models packed in carton of one dozen. Turned from select ash and/or 
hickory, and Powerized. Finished in natural ash-white. Lengths, 6/33" and 6/34"; shipping weight, 23 pounds Each $3.25 
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125B LOUISVILLE SLUGGER “*METEOR' OFFICIAL SOFTBALL BAT. A splendid assortment of models that will meet requirements of the various types 
of hitters. Red maroon finish. Turned from select ash and/or hickory, and Powerized. One dozen in carton, 6/33’ and 6/34"; shipping eteone Pat. 


; 


125C LOUISVILLE SLUGGER OFFICIAL SOFTBALL BAT—MODEL 8. "Fast-Swing'' model for hitting fast pitching. Bottle-shaped large barrel that 
tapers quickly to small grip. Natural white finish. Turned from select ash and/or hickory, and Powerized. One dozen to carton, 6/31" and 6/32": ship- 
ping weight, 24 pounds Each $3.25 
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250B LOUISVILLE SLUGGER ‘‘ROCKET'' SOFTBALL BAT—ASSORTED OFFICIAL MODELS. A splendid variety of models—answers full team requirements. 
Ebony finish. Turned from select ash and/or hickory. One dozen in carton, 6/33'' and 6/34"; shipping weight, 24 pounds Each $3.25 
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125T LOUISVILLE SLUGGER OFFICIAL SOFTBALL BAT—MODEL 6. For heavy hitters—a bottle-shaped model with large barrel, tapering quickly to a 
medium grip. Natural white finish. Turned from select ash and Powerized. One dozen to carton, 6/33" and 6/34"; shipping weight, 24 pounds Each $3.25 
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2506 LOUISVILLE SLUGGER OFFICIAL SOFTBALL BAT—MODEL 8. “‘Fast-Swing’ model for hitting fast pitching, Bottle-shaped—large barrel that 
quickly hat to small handle. Ebony finish. Turned from select ash andlor wenery and | Pewarteed. ue carton, 6/31" and wer”. eee “ee 
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125L LOUISVILLE SLUGGER OFFICIAL SOFTBALL BAT—MODEL 1. For girl hitters. A small-barreled bat with potent taper to a small grip. Sale 
white finish ash and Powerized. One dozen in carton, 33" lengths. Shipping weight, 20 pounds... : Each $3.25 
























LOUISVILLE SLUGGER and H&B SOFTBALL 








200A LOUISVILLE SLUGGER OFFICIAL SOFTBALL BAT. Supplied in assorted softball models. Finished in’ brown antique and Powerized. Turned from 
high-quality ash and/or hickory. One dozen to carton, 31" and 32" lengths; shipping weight, 22 pounds. Each $2.90 
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102 LOUISVILLE SLUGGER OFFICIAL SOFTBALL BAT. Assorted popular softball models of first quality ash and paling: Oil Tempered and finished 
in saddle brown. Packed one dozen to carton, 6/33" and 6/34''; shipping weight, 24 pounds Each $2.90 





One dozen in carton, 6/31" and 6/32" ; shipping weight, 24 pounds............. Each $2.90 
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160W LOUISVILLE SLUGGER OFFICIAL SOFTBALL BAT. Assorted 
pular softball models. Turned from high | h and hick 
finish and Oil Tempered. One dozen in carton, 6/33" and 6/34": shipping weight, 22 pounds........... Le emule sit we bye’ 
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‘It's a Louisville’’ OFFICIAL SOFTBALL BAT. Natural finish. Ash and/or hickory. Green zapon grip. One dozen assorted models in gerien, LS 
and 34" lengths; shippintigipemmny cee Wren cc ascsonne i Each $2.20 
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54 “It's @ Louisville'’ OFFICIAL SOFTBALL BAT. Assorted models turned from ash and hickory. Brown finish and black zapon grip. One dozen in 
carton, 6/33'' and 6/34''; shipping weight, 23 pounds... Each $2.20 
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54C "It's a Louisville'’ OFFICIAL SOFTBALL BAT—Bottle-shaped ‘Fast Swing'' model. Made of ash and hickory, with ebony brown finish. One dozen 
in carton, 6/31" and 6/32": shipping weight, 24 pounds... eee ene ee soos on ga Each $2.20 is 
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54L "It's a@ Louisville’’ OFFICIAL GIRLS' MODEL. Natural white finish ash with blue zapon grip. One dozen in carton, 33" length: shipping weight, TI 
| ne Each $2.20 He 
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52H OFFICIAL SOFTBALL BAT. Turned from ash and/or hickory a and finished in ebony. One dozen assorted models to carton, 33'' and 34'' lengths; Se 
shipping weight, 23 pounds...................0..........0..... Aileen Each $1.80 In 
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51H OFFICIAL SOFTBALL BAT. Turned from ash wenn hickory with maroon finish and gray zapon grip. santos models. One dozen to Fe i \ 
and 34" lengths; shipping weight 23 pounds...................................-angesssessiast ssl scala ani iaiacaanetaeciba en h $1.70 P 
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50 OFFICIAL SOFTBALL BAT. Brown finish. One dozen assorted models to carton, 33" and 34'' lengths; shipping weight 22 pounds Each $1.30 
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ATLé. 90 
MEN’S ONS 
he stainless id features 
My power-be!:d-the-ball 
val back des'un. Low in 
e heel and ‘igh at the 
Boe, the blad- is today’s 
ioncept of iong-pop- 
lar Scotch type. Furnished 
ith the new ATLAS stand- 
Nerd flex* shaft, and Rib 





Buide leather grip—spiral 
Perooved and perforated. 
Gyailoble also in left-hand, but with LEVELUME 
Shrome-plated head—not stainless—with concave Arch 
lange back. 

PaAvailable clso in 39” length with stiff ATLAS shaft—and grip 
i‘ lightly larger than standard. 

ak OiCk, 3; @j By GF By Gy COED ance rrtrminstecns $198.00 
et of ¢ (2, 3, 4, 5, 6 7, 8, % ye 
pbet of BN By Tg. te I isertseonsiprneevesavioreer evermore 
Andividual clubs including Putter, Pitching Wedge, Wedge.... 


ATLAS 90C MEN’S IRONS 


identical to ATLAS 90 except head is fine carbon 
Steel—not stainless—and LEVELUME plated. 
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Individual clubs including Putter, Pitching Wedge, 
20.00 








GRAND SLAM 


Gul Clubs 
Ws 


THOR 85 MEN’S WOODS 


The deep - faced, powerful Persimmon head of THOR 85 is a splendid 
example of modern design. The shaft is the THOR pattern, noted for its 
> fine quality and ‘‘feel". Fine leather grip with built-in Rib Guide feature 
is spiral-grooved and perforated. 

Set of 5 (Driver, Brassie, Spoon, Cleek, No. 5)............---..-------s-0--+-- $110.00 
Set of 4 (Driver, Brassie, Spoon, Cleek) 
ROU (co UPN: NOONE NIN oc cece cease 
' Individual clubs 
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THOR 80 MEN’S IRONS 


Head is LEVELUME plated and has the new heavy Crescent Flange back— 
designed to get the ball up quickly. The THOR pattern shaft is noted for 
its fine quality and “feel”. Grip is spiral-grooved leather with built-in 
Rib Guide feature. 
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Set of 9 (2, 3, 4, 5, 6, 7, 8, 9, Putter)... $135.00 
CU See AC, AS, ere eee ee 120.00 
Set of 5 (3, 5, 7, 9, Putter)... 75.00 
Individual clubs including Putter, Pitching Wedge, Wedge.............. 15.00 
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VENUS 65 LADIES’ WOODS 


Persimmon head has medium deep face. The No. 5 wood has a 
brass back. Shaft is the THOR pattern—tLadies' flex—noted for 
its fine quality and action, Leather spiral-grooved grip has built-in 
Rib Guide feature. Available also in left-hand except for the No. 





5 wood, feature. Available also in left-hand—with concave Arch Flange. 
Set of 5 (Driver, Brassie, Spoon, Cleek, No. 5 Wood)............ $110.00 Sad ot D GR, SF. By S, Ge Fy Gy: Dy PO iis $135.00 
Set of 4 (Driver, Brassie, | | Sennen eee eee 88.00 et OR Oe i Oe Be Fi Pi iicricecirctrcisnesimeincees 120.00 
Set of 3 (Driver, Brassie, Spoon)........... 66.00 SOE OO i Ge Fy Wp CR incr ecctsecitcieintinninaictiens 75.00 
Individual clubs 22.00 Individual clubs including Putter, Wedge...................-.-.-.- 15.00 





A TT LL A S 
ATLAS 95 MEN’S WOODS 


The gracefully designed head 

Finished Walnut and embellished by a plastic back (except No. 

5 wood which has brass back) and fibre face insert. Has H&B's 

own ATLAS standard flex* 

dependable performance. 
—spiral grooved and perforated. 

~ ATLAS 95 available also in left-hand, but without plastic 


PERSIMMON HEADS—Known through the ages for its hardness, 
strength, and surpassing beauty, genuine Persimmon—the Ameri- 
can Ebony—is the proven wood for the finest golf club heads. 


ENDURO STAINLESS STEEL is “The premier metal for iron golf 
heads". Stainless is STRONG, TOUGH and RESILIENT!—It resists 
scuffing, scratching, and denting. Stainless is EASY TO CLEAN— 
and easy to keep clean . . . can always be re-polished to new- 
like finish. 


VENUS 60 LADIES’ IRONS 


Combines all the qualities essential to a truly fine iron. The 
LEVELUME-plated head has the new, heavy Crescent Flange 
back—designed to get the ball up quickly. Shaft is the THOR 
pattern, Ladies’ flex. 


HILLERICH & BRADSBY CO. INC., LOUISVILLE, KY. Made by the Makers of Famous Louisville Slugger Bats 





is large with a deep face. 


shaft, with its uniform action and 
Rib Guide grip is two-tone leathec 


back. (No. 5 wood not available). 
*Available also in 43'/.” length with stiff ATLAS 
shaft and with grip slightly larger than standard. 


Set of 5 (Driver, Brassie, Spoon, Cleek, No. 5) 


$145.00 
Set of 4 (Driver, Brassie, Spoon, Cleek).... 116.00 
Set of 3 (Driver, Brassie, Spoon)................ 87.00 
NIN CIN oe ccsetticantaccsaiteceniieaniciegente 29.00 















































THOR 
AND VENUS 
MODELS HAVE 
SAME HEAD 
STYLING AND 
FINISH 





Fine leather grip with built-in Rib Guide 




























































JUNIOR OUTFIT 


Composed of Brassie, No. 3 iron, No. 5 
iron, Putter, and bag. No other combi- 
nation of Junior items is available in this 
outfit 


JUNIOR GRAND SLAMS 


Junior Grand Slams are of excellent quality 
and construction and are designed espe- 
cially to meet the particular requirements 
of young golfers. RIGHT HAND ONLY, 
Woods have genuine Persimmon heads of 
medium size and depth. Special Junior 
shaft. Attractive Mahogany metallic finish 
with red Rib Lock grip. 

Set of 3 WOODS (Driver 39”, Brassie 
38%", Spoon 38”) $39.00 
Individual clubs 13.00 
Iron heads are LEVELUME plated with 
Pyramid Flange back. Special Junior shaft 
with Rib Lock grip. 








Set of 5 IRONS (3-35”, 5-34”, 7-33”, 
9-324,” Putter-BU Yo”) ccccsnxcesscscsecost $45.00 
Individual clubs 9.00 














RIB GUIDE GRIPS © The grips of all 
Grand Slam woods and irons have the 
popular RIB GUIDE built in. This very 
useful feature —a rib that runs down 
the back of the grip — has a comfort- 
able feel and helps to guide the hands 
and fingers into proper gripping position. 























LENGTHS OF ALL MODELS ¢ Men's 
| woods based on 421,” and 43” driver, 
except MARS 75 and left hand woods, 
which are available in 43” only. Ladies’ 
woods are based on 4112” driver. Men's 
irons match 3812” No. 2 iron. Ladies’ 
irons match 3712” No. 2 iron. 


MARS 75 MEN’S WOODS 


Turned from genuine air-seasoned Persimmon, the large, strong 
head of MARS 75 has an attractive Mahogany metallic finish. 
Equipped with the MARS shaft, and two-tone red-and-black leather 


Rib Guide grip. Available also in left-hand. 


Set of 4 (Driver, Brassie, Spoon, Cleek)................-...:0-00----- 


Set of 3 (Driver, Brassie, Spoon). 









ORIN WINE sipsscd eee aera ce eanimakelscaebenceeadinis 


MARS 70 @ MEN’S IRONS 


A sterling performer at a very reasonable cost. 


in left-hand—with wide, straight flange back. 


LEVELUME-plated, 
the head has the conservative center-powered Arch Flange back. 
Equipped with the MARS shaft, and leather grip. Available also 






(rome 











Set of 9 (2, 3, 4, 5, 6, 7, 8, 9, Putter) 
Set of 8 (2, 3, 4, 5, 6, 7, 8, Meow... 





Set of 5 (3, 5, 7, 9, Putter) 


Individual clubs including Putter, Wedge.....................--.-.++ 


TROY 55 LADIES’ WOODS 


The large genuine Persimmon head has an attractive Mahogany 
Equipped with the MARS shaft—Ladies' pattern— 


metallic finish. 
and two-tone leather Rib Guide grip. 
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THE HEAD DESIGNS OF THE TROY 
50 IRONS AND THE TROY 55 
WOODS ARE THE SAME AS THE 
MARS 70 AND 75 RESPECTIVELY. 














Set of 4 (Driver, Brassie, Spoon, Cleek)...........-------c-csweeeeeen $60.00 LEVELUME PLATING, the finest por 
Set of 3 (Driver, Brassie, Spoon)......... 45.00 sible pbating for iron golf heads, is 
Individual clubs 15.00 the latest feature that's been added to 





TROY 50 ‘ad LADIES’ IRONS 


A sterling performer, the LEVELUME plated head has the Arch 


the excellence of Grand Slam iron clubs, 
LEVELUME is a heavy, bright, nickel 
chrome and is more corrosive-resistant 

than any other plating — it has o ! 
smooth, neat, handsome look and it's 
long-lasting! ‘ | 








Flange back, where the weight is center powered. Equipped with | 


the MARS shaft—Ladies' pattern—and two-tone leather grip. 


Et CFD 12, By By SG, Fy Op OPA once ssitcnnsssnscccencccecs 
pe AR SEE Se Se Se S . Seepeneree rat Seine eee eeecr mae 


Set of 5 (3, 5, 7, 9, Putter) Z 


AUXILIARY CLUBS 





Individual clubs including Putter, Wedge......................------- 


....$90.00 SUPER CLEEK (Special No. 5 Wood) 
_... 80.00 Small, pear-shaped head with shallow 

50.00 face and with several degrees more lol! 
... 10.00 than a standard No. 4 wood. Genuine 


Persimmon head with brass back. French 
Walnut finish. Standard flex ATLAS shaft 








Black perforated leather Rib Guide grip 
Right-hand only. Men's specifications, 
4142" length only.............eceececeeeees $29.00 
CHIPPER—This handy approach iron wos 
designed expressly for run-up shots, Some 








length as putter, has upright lie and 
slightly lofted face. LEVELUME chrome: 
plated flange sole head with shallow 
blade. THOR pattern shaft. Rib Guide 


NIU ooo cescecctecee kao $15.0 
PITCHING WEDGE—A very effective club 
for pitching to the green. Deep, lofted 
(more than No. 9 iron) head with wide 
sole . . . LEVELUME plating on head. Rib 
Guide grip. Right-hand only. Men’ 
specifications only -................-2000--0-- $15.00 

No. 1 irons are available in right 

hand only—and only in models ATLAS 





90, ATLAS 90C, and THOR 80. 




















All special putters equipped with quality chrome-plated shafts. 
MODEL A—Aluminum mallet-type head of shallow depth with 
offset neck, Rib Guide leather grip—fancy perforated and spiral- 
grooved—fiat on top side. Right-hand onlly........................ $15.00 
MODEL B—Bronze head of shallow depth, wide top edge with 
wide bevel and slanting back to wide sole. Very long hozel. 
Fancy perforated, spiral grooved Rib Guide leather grip that is 
flat on top side. Right-hand only...............:..:ccccesceeeeeeeeeees $15.00 
MODEL D—Bronze head—with bright LEVELUME plating except 
for face—of mallet type; shallow depth and gooseneck. Fancy 
perforated Rib Guide grip that is flat on top side—spiral 
grooved. Right-hand only $15.00 
MODEL E—Shallow bronze head with shallow, thick, two-way 





SPECIAL PUTTERS 


side. 


HILLERICH & BRADSBY CO. INC., LOUISVILLE, KY. Made by the Makers of Famous Louisville Slugger Bats 


“‘rocker'’ blade—for right or left-handed golfers. 
with red rubber, pistol-style grip—flat on top side.......... 
MODEL F—Short, shallow, wide bronze blade with gooseneck 
offset. Equipped with red rubber, pistol-style grip—flat on t0? 
IT LE MN Hee ar etre $15.00 
MODEL H—Steel head with LEVELUME chrome finish. Shallow, 
thick blade with wide top edge and very wide flange sole— 
gooseneck. Leather Rib Guide grip, flat on top side, fancy per 
forated and with spiral grooving. Right-hand only..........$15: 
MODEL S ‘'TWO WAY"' — Shallow steel head — unbuffed 
LEVELUME plating—with wide top edge and designed so that it 
might be used by either right or left-handed golfers. Fancy 
perforated Rib Guide leather grip—flat on top side—with spiral 
ELE OES NE LR RISEN RO Pere $15.00 


Equipped 
$15.00 
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DETROIT TO HOST 


RECORD BREAKING 
NIRA CONFERENCE 


Top management leaders head biggest 


educational conference ever held in 


Dr. R. C. S. Young 


Four days of concentrated study on 
industry's responsibilities in the new 
leisure age is the setting for the 19th 
annual Conference and Exhibit of the 
National Industrial Recreation Associa- 
tion, Detroit, Mich., May 22-25. 

The best collection of brains and ex- 
perience both in business and recrea- 
tion fields will address delegates and 
lead seminar discussions on points vital 
to personnel management in modern 
industry. 

Key speakers include Dr. Ronald C. 
S. Young, General Motors business con- 
sultant; Franklin L. Orth, former sec- 
retary of Manpower Procurement, U. S. 
Army and present executive vice presi- 
dent of the National Rifle Association ; 
and Rev. Bob Richards, Olympic 
champion and director of the Wheaties 
Sports Federation. 


14 SPECIAL SESSIONS 

In addition to these and other speak- 
ers, 14 panel sessions will be devoted 
to a wide range of industrial recreation 
subjects. 

A new type of brain-storming session 
has been added to the agenda by group- 
ing company representatives by their 
particular industrial fields. These round 
table discussions will cover problems 


the industrial recreation field 


and solutions found in specific busi- 
nesses such as heavy equipment, food 
and drug, electronics and non-manu- 
facturing. 

Small companies will find two panels 
centered entirely upon their needs. 
Commissions, contracts and other vend- 
ing problems will be studied as will 
be recreation responsibilities in pre- 
retirement planning, team and_indi- 
vidual insurance, and the effect of 
tournament restrictions and long sea- 
sons on company bowling programs. 

Interspersed throughout the heavy 
schedule will be entertaining but in- 
formative field trips. Delegates will 
tour the final assembly line at the Ford 
Rouge Plant, visit the Ford Interna- 
tional Employees Art Exhibit at the 
Rotunda and observe the company’s 
outstanding recreation program in ac- 
tion. 

Following the general business meet- 
ing on the last day, delegates will be 
taken across the river to the Elmwood 
Casino, Canada’s most famous night 
club, for the annual inaugural banquet 
and floor show. 

Complete details and pre-registration 
forms will be mailed later this month 
and will also be inserted in the April 
issues of R/M. 





NIRA CONFERENCE DATA 


Registration Fees 
NIRA Members (company 


and branch) $40. 
Non-members of NIRA $50. 
Wives (members and 

non-members) $20. 


Registration fee includes Sunday recep- 
tion; Monday, Tuesday and Wednesday 
luncheons; and Monday and Wednes- 
day dinners. Program, Proceedings. 


Hotel Reservations 
Sheraton-Cadillac Hotel: 

singles: $6.25-14.50 

doubles: $10.00-20.50 

suites: $25.00-65.00 
Hotel reservations may be made on 
conference registration forms which 
will be mailed this month. All rooms 
air conditioned, radio and tv at no 
charge. 


MAY 22-25, DETROIT, MICH. 
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“This push-button 
outfit stopped him cold 
on Campbell Lake 
in Michigan,” says 
Marinus DeJong. 





Big Ones 
wont ger away! 
WITH FISH-SAVING 


LEVEL-WIND 
AND MICRO-DRAG 


USH-BUTTON 


WonbDERCAST 


HEAVY DUTY 





EASY CASTS— 
(aa) / QUICK AS A FLASH 
~’PUSH-BUTTON MAGIC! 


Just a push of the button, s-w-i-s-h of 
the rod—PRESTO—PUSH-BUTTON 
FISHING! Long, easy casts every 
time. Backlash impossible! 
Smooth, powerful level-wind re- 
trieve— plus fish saver MICRO- 
DRAG—brings the big ones under 
control—quickly. No. 1797 Beau- 
tiful bronze finish heavy-duty push 
button WonderCast® filled with 100 
yds 12-lb line...$24.95 (Other 
push-button reels from $14.95) 


WONDEROD® 


Oo S\ . J N 


DOUBLE BILT© FOR SUPERB 
ACTION! POWER! ACCURACY! 


(1) A reinforcing glass fiber cylind- 
rical wall inside (2) thousands of 
parallel glass fibers outside—it's this 
patented process that leaves the 
famous spiral markings—visible 
trademark of genuine Wonderod quality. No. 1579 
Bronze and white push-button Wonderod 6’ & 6’6”" 
L, XL or M action or 7’ model. ..$17.95 





SEND TODAY! ITS FREE! 
All fishermen will enjoy this big new 32 page catalog. 
“Techniques and Tackle to Catch Big Fish.” Newest in reels, 
rods and lines. Plus pocket fishing calendar showing best 
days to fish, all free! 


SHAKESPEARE COMPANY 
Kalamazoo Dept. RM-3 Mich. 
Please send me, absolutely free, 
your big new fishing catalog and 
1960 pocket fishing calendar. 





Name 





Address 





City _Zone a iciccniccintaiii 
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RIMMUISTIEIS 


Instant Movies 


A new 8mm electric eye movie 
camera introduced by Bell & Howell 
Company “zooms” smoothly from long 
shots to close-ups and shifts instantly 
from normal to slow speeds without 
losing a split section of action. 

A second camera, the new model 
110, combines the instant slow motion 
with a three-lens turret. On both mod- 
els the electric eye pioneered by Bell & 
Howell continuously and automatically 
keeps the lens opening set correctly 
despite changes in light or changes in 
speed. 

For indoor movies, with the Zoo- 
matic (see photo), the photographer can 
shoot subjects as close to the camera as 
six feet while using the entire range of 
the zoom lens. 

For normal shots he can shoot as 
close as 3'1” and for wide angle shots, 
as close as 2'1”. Most conventional 
zoom lenses require about 15 to 25 
feet distance from camera to subject 
for the lens to be in focus indoors. 


New Golden Age of Sports 


Heralding the advent of the soaring 
sixties, The Sporting Goods Dealer 
stated that, in terms of active partici- 
pation, the new decade promises to be- 
come “a true Golden Age of Sport.” 

Using estimated statistics (source un- 
disclosed) to show the present level of 
participation, the Dealer forecast heavy 





SCOTT’S new 7.5-hp outboard motor fits into the trunk of a car with room to spare. 


increases in all leading sports activities 


by 1965. 


Number of Participants 
millions of persons 


Sport 1959 1965 
Boating Ye 40. 
Bowling Ze. x fo 
Bicycling 27. 33. 
Fishing 25.6 30. 
Camping 22. 2: 
Hunting 18. 20. 
Roller Skating 7% 20. 
Basketball 11.3 18. 
Baseball yb 11.2 
Golf 5.4 10. 
Tennis 6.7 8. 
Water skiing Di i 
Archery 4.7 es 
Ice Skating 5. 6.5 
Snow skiing 3. 4, 


It is interesting to note that the 
Dealer expects golf to show by far the 
greatest increase (almost double), and 
that 27 million children and adult 
“sports” bicyclists are listed for 1959. 


Trade Shows Break Records 


The optimism of The Sporting Goods 
Dealer's sports participation predic- 
tions for the ’60’s (see above) was sup- 
ported in February by the rush of 
manufacturers, dealers and the general 
public to the industry’s two largest 
trade shows. 

A record 649 firms showed their 
wares to a reported crowd of 13,000 


Compact in size (less than 30 inches long) and lightweight (less than 40 pounds) 
the new Scott motor is especially designed for fishermen. 


20 RECREATION MANAGEMENT, MARCH 1960 








ZOOMATIC 8mm movie camera incor- 
porates an automatic zoom lens with 
instant speed changing. 


sporting goods distributors during the 
National Sporting Goods Association 
convention in Chicago. 

As customary, the show occupied 10 
floors at the Morrison Hotel and this 
year spilled over to fill two more floors 
at the Palmer House. 

One week later, some 920 boats and 
a supporting force of inboard and out- 
board engines, boat trailers and acres 
of accessories went on display at the 
Chicago National Boat Show. 

As a crowd in excess of 300,000 
milled through the exhibits, industry 
experts were convinced that 1960 sales 
would show a 5% increase over the 
$2.5 billion spent at the retail level in 
1959 for boating equipment. 


Fisherman’s Delight 


The fisherman has not been forgot: 
ten in the power race between outboard 
motor manufacturers. 

A new 7.5-hp motor, weighing less 
than 40 lbs. and less than 30 inches 
in length, has been designed especially 
for fishing by the McCulloch Corpora- 
tion’s Marine Products Division, manu- 
facturers of Scott outboards. 

Many other features of the new Scott 
motor are based on the findings of a 
survey of 2,000 made by the company. 
It has a lower unit with a three blade 
overlapping propeller and weed con- 
tour piece that make the motor “weed- 
less.” 

The 7.5-hp motor also features 4 
non-crawling, fold-back bracket and 
fold-down steering handle for compact 
storage; a flip-button gear shift and 
a new plastic hood. 
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Once each year Babcock & Wilcox throws open its 


doors and its heart to company retirees during 


B&W Alumni Days 


“The overwhelming success of five 
previous “Alumni Days’ has prompted 
the B&W 20 Year Service Club again 
to set aside a day to honor you, a 
B&W Alumnus.” 

These words formed the lead para- 
graph of a special letter of invitation 
sent to the 350 retirees of The Babcock 
& Wilcox Company’s Boiler Division 
in Barberton, Ohio, announcing its 
sixth annual Alumni Day. 

Alumni days within companies are 
not unique, but at B&W, the day is 
given special significance, for indeed, 
the men and women who will return to 
the company on that day are the per- 
sons who toiled to bring the company 
to its respected rank in industry. 

On this day, sweepers and welders, 
clerks and vice presidents, all pause 
homage to these men and 
women, and a great deal of thought 
and effort is expended in making the 
day an “overwhelming success.” 


lo pay 


The planning phase covers such 
areas as setting up a committee, mail- 
ing invitations, making hotel and trans- 
portation accommodations, scheduling 
events and arranging for photographs. 
When the pensioneers arrive, they are 
treated as visiting royalty. 

Fellow co-workers of years gone by 
are on hand to greet the guests, out- 


line the day’s activities, and help them 
plan their free time. 

All offices and shops are open to 
these visitors, and an intraplant “taxi” 
system is available to whisk the retiree 
to any spot within the 98.6 acre shop 
area that he may wish to visit. 

Many men on the job are ready to 
welcome the guest, reminisce the days 
of yore and review the changes that 
have transpired within the company. 

Once more, the scheduled activities 
come to the fore, and the visitors are 
treated to dinner in the company’s 
spacious cafeteria. The luncheon is fol- 
lowed by an address from the Divi- 
sion’s vice president, during which he 
the the 
Company’s progress and reveals the 
future plans of B&W. 

The excited atmosphere of the Com- 
pany slowly subsides to normal as the 


welcomes group, discusses 


visitors are bade farewell, and begin 
their journey homeward. 

For some, the trip is across the city, 
and, for others, across the country, as 
far as Wisconsin and Florida. 

Alumni Day at B&W is a day of 
days, and the retirees depart, already 
making plans to attend the following 
year’s activity, so that, once more, they 
might view the fruits of their labors 
and renew old acquaintances. 





MEMBERS of the B&W 20 Year Serv- 


ice Club, during the recent Alumni Day 


at The Babcock & Wilcox Company, 
were hosts in every sense of the word. 
Aside from being welcomers, intraplant 
taxi drivers and guides, they also per- 
formed the function of waiters and bus 
boys during the luncheon in the Com- 
pany cafeteria. 





THE BADGE of distinction is pinned to 
a visiting retiree during the recent 
B&W alumni Day celebration. The 
badge is the visitor’s passport to a day 
filled with friendship and _ pleasant 
memories. 


NEW DEVELOPMENTS in the Boiler 
Division of The Babcock & Wilcox 
Company extend beyond the point of 
mere discussion during Alumni Day. 
The visiting retirees pause to study a 
blueprint, as they had done so many 
times during their working days. 
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Chemstrand Adds to the Building Boom 


New assembly and recreation building is the latest of 


many employee facilities being constructed by industry 


From the day Edward A. O'Neal, 
Jr., president of The Chemstrand Cor- 
poration, Pensacola, turned the first 
spade of Florida soil, barely seven 
months passed until the Chemstrand 
Employees’ Recreation and Assembly 
building was opened and ready for use. 

But rapid construction is only one of 
the features of this prefabricated, clear 
span building. 

Designed for multi-purpose use, the 
building can seat 6,000 Chemstrand 
employees at scheduled general as- 
semblies. 

For recreation purposes, the new 
building will serve all Chemstrand 
Employee Recreation Association mem- 
bers, or approximately two-thirds of 
Chemstrand employees, on a schedule 
basis. This is estimated at about 350 
to 400 persons per scheduled affair. 

The new building, with its 12,000 
square feet of floor space is expected 
to prove a boon to Chemstrand’s ever 
intramural _ basketball 


growing pro- 
gram in which some 400 men and 


women employees presently partici- 
pate. 

As indicated on the floor plan, the 
floor is laid out in one collegiate size 
(93’8” x 50’) main basketball court 
and two practice cross courts (each 
74’ x 38’). 

Present plans also include facilities 
for table tennis, badminton, volleyball 
and other indoor games. 

Additional facilities the 


in new 
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building include two shower-locker 
rooms that can accommodate 50 people 
each and a large equipment storage 
room (not shown on floor plan). 
Portable bleachers seating 250 spec- 
tators during sports events have been 
installed on a mezzanine which runs 
the full length of one side of the build- 
ing. When the bleacher seats are not in 
use, the balcony serves as a game area. 
A permanent concession stand (or 
pantry) has been built on the ground 
level to serve spectators. The overall 
size of the building is 122’ by 101’. 
Located near the CERA picnic area, 





the building will also provide close-at- 
hand shelter for outdoor picnicking 
groups in case of bad weather. 

Unlike the Chemstrand picnic area, 
however, the Recreation and Assembly 
building will not be scheduled to out- 
side company groups. 

Also, because of the proposed 
schedule of year round employee ac- 
tivities in the new building, CERA will 
continue to hold its dances in a munici- 
pal auditorium in Pensacola. 

At the ground breaking ceremony 
Vice President Fred Gronemyer (see 
“Top Management Speaks,” page 6) 
stated that with the construction of the 
building, “We have come a step closer 
to fulfilling the desires of the recrea- 
tional program.” 
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FLOOR PLAN: Chemstrand Employees Recreation and Assembly Building 
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for good sports everywhere! 
Whatever your in-season sports program, MacGregor athletic 
equipment can help make it a popular success. Golf, tennis, 
softball, baseball— just about any sport comes off better when 
MacGregor balls and equipment are used. Generations of ath- 
letic-minded men and women, boys and girls, have looked to 
MacGregor for the finest in all sports equipment. Give your 
program a boost by providing the best... MacGregor for all 
good sports. MacGregor equipment is available from sporting 
goods dealers everywhere. 

ong : Brunswick 

“The Choice of Those Who Play The Game’ oe 
ing THE MACGREGOR CO., Cincinnati 32, Ohio * BASEBALL * FOOTBALL * BASKETBALL * GOLF * TENNIS 
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completely 
revised 
edition! 


“PLANNING 
FACILITIES” 








Plans, and Suggestions 


For Every Type of Modern 
Indoor and Outdoor Facility 


@ Athletic Fields e General Plant Features 
@ Park-School Facilities e Resident Camps 
e Stadiums @ Field Houses ¢ Gymnasiums 
e@ Recreation Buildings ¢ Swimming Pools 
® Health Suites e Service Areas 


Written by the foremost 
experts in the united states 


Here are the latest recommenda- 
tions and ideas presented by Amer- 
ica’s leading facilities specialists. 
City planners, architects, landscape 
architects, schoolhouse construc- 


tion consultants, and engineers | 


joined with outstanding athletic, 
recreation, physical and health 
education leaders in producing this 
indispensable facilities plan-book. 
It's their handbook for planning 
indoor and outdoor facilities 

make it yours, too! 


"2° 
Send orders to: 


THE ATHLETIC INSTITUTE 
209 So. State St. 
Chicago 4, Illinois 


POSTPAID 
No C.0O.D.’s 
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Hoover Heads San Diego IRC 


San Diego’s Industrial Recreation 
Council, one of the nation’s pacesetters 
in organizing industry for recreation, 
marked a year of outstanding achieve- 
ment at its 15th annual Installation 
Dinner, Jan. 23. 

Dwight Hoover, assistant supervisor 
of recreation at Rohr Aircraft, was in- 
stalled as president, taking over the 
gavel from Bill Berry, industrial rela- 
tions director at San Diego Naval Air 
Station, North Island. 

During the past year, San Diego’s 
IRC sponsored activities involving 19,- 
151 participants and 66,580 spectators. 
Activities included archery, baseball. 
basketball, bowling, a European trip, 
fashion shows, flag football, golf, gun 
shoots, horseshoes, deer hunting, Coast 
League baseball, photography, softball, 
roller skating, swimming, table tennis, 
tennis and theater nights. 

New President Hoover is a former 
Iowa University quarterback (1932- 
36) and four-sport man. Later, he was 
athletic coach and Lieutenant Com- 
mander in the Naval Reserve assigned 
to special services. 


$21,000 For Wildlife 


To continue its yearly program of 
wildlife propagation and conservation. 
the Goodyear Tire & Rubber Co. Hunt- 
ing and Fishing Club, Akron, Ohio, 


NEW OFFICERS installed at San Diego IRC’s annual dinner (I-r): Frank Alessio, 
Pepsi-Cola, master of ceremonies; Jack Ruckman, City Park & Recreation, record: 
ing secretary; Dwight Hoover, Rohr, president; Sue Bennington, Miramar Naval 
Air Station, vice president; Ed Rippier, Solar, installing officer; Gil Crosthwaite, 
Convair, second vice president; Ralph Smith, City Park & Recreation, executive 
secretary-treasurer. 


will spend $21,000 in 1960. 

Andrew Paulis, executive vice presi. 
dent of the club, said that amount has 
been appropriated for the purchase of 
fish, rabbits, pheasants and racoon and 
for bounties for predator control. 

Where does a private hunting and 
fishing organization get that kind of 
money? The Goodyear club is entirely 
self-supporting, and membership dues 
are a nominal $1. per year. 

One of the club’s major sources of 
income stems from clerk fees from the 
sale of hunting and fishing licences by 
designated agencies in the Akron area. 
An Ohio law provides that licensing 
agencies may donate clerk fees to a 
recognized sportsmen’s club, 


$30,000 For Rummy Players 


Some 600 gin rummy players will 
converge on Las Vegas, Nev., March 
9-13, to try for a guaranteed $30,000 
in cash prizes. 

The event is the fourth International 
Gin Rummy Tournament conducted by 
the Las Vegas Charities Foundation, a 
project sponsored by 11 resort hotels. 

Depending on how deep he wants to 
go in for the optional awards, a sweep- 
stakes jackpot and a “cardcutta” auc- 
tion, the biggest charity case will 
probably be the tournament champion. 
Last year’s winner went home wilh 


$19,452. A total of $53,630 was paid 
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FIRST CONCERT by Convair Pomona (Calif.) employees featured the men’s and 


out in team and individual prizes. 
The entry fee is $100 per man, and 
the sweepstakes tickets sell for $50. 


NIBL Up For Grabs 
With the Vickers and Phillips pe- 


troleum company entries taking turns 
in first place, the National Industrial 
Basketball League moved past the sea- 
son’s three-quarter mark with the title 
still up for grabs. 

Reason for the turmoil: inability to 
win on the road and the surprising 
strength of two of the league’s three 
new teams, the Cleveland Sweeney 


women’s singing groups, the Missilemen and the Choralaires. Here, the two groups 
combine to perform scenes from the musical “Oklahoma.” 


Pipers and the San Francisco Investors. 

The Pipers, after leading the NIBL 
early in the season, fell from the top 
after a disastrous road trip. In reverse 
form, San Francisco got off to a slow 
start, then won seven in a row includ- 
ing back-to-back victories over Phillips. 

Goodyear also fell victim to the surge 
by San Francisco, losing two crucial 
games just as first place was within 
their reach. 

In fact the race is so tight in the 
powerful amateur loop that defending 
ing champion Denver D-C Truckers 
may be forced into a second division 


finish. 





NIBL STANDINGS 


(through February 17, 1960) 


Team 

Bartlesville Phillips 66ers 
Wichita Vickers 

San Francisco AJL Investors 
Akron Goodyear Wingfoots 
Peoria Caterpillars 
Cleveland Sweeney Pipers 
Denver D-C Truckers 

Seattle Buchan Bakers 

New York Tuck Tapers 


Ww L Pct. GB 
18 7 .720 —_— 
15 7 .682 1% 
13 1] 542 4% 
12 1 522 5 
12 12 .500 5%” 
10 12 455 6% 

9 11 .450 6" 
10 15 .400 8 

5 18 217 12 
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far greater 
strength and 





PLAYGROUND | 
AND SWIMMING | 
POOL EQUIPMENT 


The wise choice of experienced 
buyers for nearly half a century. 


WRITE FOR LITERATURE 











AMERICAN @& 


PLAYGROUND DEVICE CoO. 


ANDERSON, INDIANA, U.S.A 











wANCOCK 


REG. U.S. PAT. OFF. 


PARKMASTER 


FAVORITE 





STOVE for 
COOK-OUTS 
| in YOUR PARKS 


YOU'LL LIKE: PATRONS LIKE: 


@ Low Installation Cost @ Large 15” x 22” Actu- 
@ Easy Removal of al Cooking Surface 


Body for Storage @ Positive Draft Control 
| @Padlocks to Post = wide Utensil Shelves 


@ Quick Ash Removal 
| from Either End @ Swivel Mounted Body 


| Send for complete specifications and prices 
Mm HANCOCK IRON WORKS 
| 60 W. Pike Street, Pontiac, Michigan 
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Training Kit Takes the Kinks 


Out of Committee Action 


Volunteer workers learn 
committee operation with 
leadership training aids 


Many of the kinks in the committee 
system of a business or industry may 
be straightened out by means of two 
committee training aids just developed 
at the University of Minnesota. 

The program department of Minne- 
sota’s Coffman Memorial Union has 
produced two Leadership Seminar kits 
which, after years of experimentation, 
are offered as a method of achieving 
best results in any type of committee 
organization. 

Improved at each stage of a rigorous 
testing program, the kits, one basic and 
the other advanced, meet the approval 
of professionals in the various fields 
touched upon by such educational de- 
vices. 

The training aids are designed for 
use in a seminar of 50 persons or less. 
They enable committee members to 
learn the fundamentals of committee 
work both as leaders and members, to 
share experiences which might be help- 
ful to others and to provoke new ideas 
for use by any organization using the 


kits. 


KIT INCLUDES MANY AIDS 

Included in each kit is a narrator’s 
script, which serves as a guide and is 
adjustable to the experience of the nar- 
rator. Also, there are many visual aids 
of the flip card, Flannelgraph and 
poster type, as well as other supplies 
needed for demonstration purposes. 

The complete kit is contained in a 
22” x 31” sturdy, black case which can 
be easily carried or stored. 

The kits are a serious attempt to 
direct the thinking of volunteer leaders 
and followers toward better and more 
satisfactory experiences. The seminars 
are based upon learning the intricacies 
of committees and committee operation 
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methods of planning and production. 
The real secret of the training experi- 
ence lies in the ability of the partici- 
pants to take part and of the “nar- 
rator” or script leader to avoid direct 
participation. 

The narrator reads his script, pre- 
sents a point of discussion backed up 
by illustrations, then turns the actual 
discussion over to members of the 
group who carry on with a lively talk- 
fest to the point. 

The narrator then returns, speaks 
and the continues. Woven 
throughout the program are techniques 
such as brainstorming, buzz sessions, 
lectures, role playing and others. 

At the conclusion of the seminar, 
participants are encouraged to put the 
seminar into practice, and, to help 
them remember, a workbook outlining 
the points covered is issued to them as 
a final step in the program. 

For each topic covered in_ the 
seminars, a discussion team is ap- 
pointed by the narrator. The team con- 


process 


WHAT MAKES & 
. PRODUCTIVE 


COMMITTEE MEETING 


et fe 
ln, ple 
rank ote ot ats 
rs La 


DEMONSTRATION of the Minnesota Leadership Seminar Kit shows one phase of 


sists of a discussion leader, a referee, a 
summarizer and four observers. The 
topics covered embrace every aspect of 
a committee system. 

Industrial executives who have ex. 
amined and used the kits say they will 
provide useful training for cominittee 
members and leaders, both in shorten. 
ing the training time and in improving 
the effectiveness of persons trained. 

Excellent results in shortening the 
time of achieving maximum committee 
effectiveness has been reported at the 
University of Minnesota. 

The kits also provide a valuable aid 
in a company’s community relations 
program. 


ENDORSED BY INDUSTRY 

Said one industrial executive, “We 
feel that with each seminar kit we will 
be able to give our people knowledge 
that will enable them to serve more ef- 
ficiently and constructively on any of 
the many community committees on 
which they are asked to serve.” 

The kit is being produced commer- 
cially by the Judy Company of Minne- 
apolis, makers of educational tools. 
Either kit may be ordered from the 
company for $75. each. 

The kits have been accepted by the 
Association of College Unions as an 
official publication with all sales pro- 
ceeds ear-marked for leadership train- 
ing. 

The basic kit was also introduced at 
the National Recreation Congress last 
October. Since that time, kits have been 
purchased by educational, industrial 
and civic groups. 





the training in which participants act out committee member roles. 
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Spring Sports Planner 


You can’t tell a player off without a rule book, and if you've 
had trouble finding the 1960 versions, this list may help: 


ARCHERY 
(Field) National Field Archery Assn. P.O. Box 388, Redlands, 


Calif., $1.25 
(Target) National Archery Assn., 20212 Boyview Ave., Santa Ana, 
Calif., $1. 


BASEBALL . is oa 
(Non-professional) National Baseball Congress, Wichita, Ka., $.15 
CROQUET 


General Sportcraft Co. Ltd., 33 New Bridge Rd., Bergenfield, 
N. J., free 

FLY AND BAIT CASTING 
National Assn. of Angling and Casting Clubs, Box 51, Nashville 
2, Tenn., $.50 


GOLF 
U. S. Golf Assn., 40 E. 38th St., New York 16, N. Y., $.25 
HORSESHOES 


National Horseshoe Pitchers Assn., 341 Polk St., Gary, Ind., free 
MARBLES SHOOTING 
National Marbles Tournament, 403 Cleveland Press Bldg., Cleve- 
land 14, Ohio, free 
SHUFFLEBOARD 
(Deck) National Shuffleboard Assn., Chamber of Commerce Bldg., 
St. Petersburg, Fla., free 
SKINDIVING 
(Competitive) Amateur Athletic Union, 233 Broadway, New York, 
N. Y., $.50 
SOFTBALL 
(12” fast and slow pitch) Amateur Softball Assn., 11 Hill St., 
Newark 2, N. J., $.75 
(Girls) Division for Girls’ and Women’s Sports, 1201 16th St., 
N. W., Washington 6, D. C., $.50 
SWIMMING 
Amateur Athletic Union, 233 Broadway, New York, N. Y., $1.50 
TENNIS 
U. S. Lawn Tennis Assn., 120 Broadway, New York 5, N. Y., $2.00 








Everyone 
benefits by 
a company 
employee 
trip to 
Europe! 


Eifiel Tower in Paris 

Just notice the upsurge in efficiency and company spirit 
when employees can look forward to two weeks in Europe on 
their next vacation. Especially when the amazing low cost of 
transportation and group rates plus “travel now—pay later” 
financing puts a European holiday within reach of everyone. 

Maupintour’s extensive travel background (including offices 
in New York, Washington, and Brussels) and complete, step- 
by-step promotional package is your assurance of a profession- 
ally planned and directed trip—one that will be remembered 
by company employees for years to come. 

This is all available at very low cost, but you must write 
now. Only a limited number of groups can be managed by 
Maupintour in 1960. f ma 
Mr. Alan R. Citron, Maupintour Associates \ NIRA J 
1236 Massachusetts Street, Lawrence, Kansas — 
Please send me information on how an employee holiday te 
Europe can be organized for my company in 1960. 


name/ title 


firm name 


address / city / state 








detail. 


COURSE MATERIAL INCLUDES: 


The most professional training of its type, this 
course teaches the guide’s special tricks that make 
even the most seasoned hunters marvel at their 
ingenuity . . . something that will make your 


complete sportsman’s course, ideal 
for your rod and gun club meetings 


Every man and boy who ever chased a squirrel or 
brought down a moose will jump at this chance to 
better himself as a sportsman and teach his son the 
wonders of the great outdoors as the guides know it. 
Prepared by the most experienced guides in Northern 
Ontario, this special course provides training in step- 
by-step procedure, both in descriptive and pictorial 


HOW TO REGISTER: 


Fill out and mail the enclosed coupon. The course sells for 
$39.50 or $5 down and $5 per month for seven months. Each 
book will be mailed to you separately with a questionnaire 
to be mailed back with your answers. 








hunting and fishing trips always a success. Com- 
piled by William J. Ritchie, who calls himself, 
"The Best Damn Guide in Northern Ontario.” 


The course consists of 15 separate books, each 
containing from four to 10 lessons. 


Name 


» Address 


City 


MAIL THIS COUPON 





Please send me your course’s first lesson with 
contract. | enclose $-. es 

NORTHERN ONTARIO GUIDES COURSE 
Box 359, Chapleau, Northern Ontario, Canada 
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ex 
ane PBCREATION LINE 


WHEREVER 
CHILDREN PLAY 


Safely! 


Recreation equipmert with 
engineered safety to meet 
the most rigid requirements. 


@ Playground Equipment 

@ Indoor Basketball Backstops 
® Swimming Pool Equipment 
Literature for each line avail- 
able on request—please specify. 


DEALER INQUIRIES INVITED 


RECREATION 
EQUIPMENT CORP 


Dept. RM-260 — 724 W. 8th St. 
Anderson, Indiana 








CLASSIFIED 


RATES: regular type, 15 cents each word 
bold face type, 25 cents each word 
copy must be received by the 5th of the month 
before date of issue in which ad is desired 





ATHLETIC APPAREL 





Team and Industrial Patches Made to Order. 
Send rough sketch, quantity, size and colors 
for prices. T-Shirts—Sweat Shirts—Jackets, 
etc. Request complete catalog on company 
stationery. 

AMERICAN KNITWEAR & EMBLEM 
MFRS., Plaistow 12, N. H 





POSITIONS WANTED 





High school coach for seven years seeks ind. 
rec. position. Holds B.S. degree in health, 
phys. ed. and rec, Company exp. Two years in 
minor league baseball. 


CP23—RECREATION MANAGEMENT 





Company cut-backs force highly qualified in- 
dustrial rec. dir. to seek better opportunity. 
Three yrs. exp. in comprehensive company 
program including facilities construction and 
a 8 yrs in municipal rec. dept. 


CP24—RECREATION MANAGEME} T 





Recent college grad with major in recreation. 
Qualified instructor in sports, handicrafts, 
cultural activities. Military oblig. fulfilled. 
Military and YMCA recreation experience. 
CP25—RECREATION MANAGEMENT 
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RIVINURA. NEWS 


Shooting Contest Builds Up 

Team and individual entries have 
begun to pour in as the 2nd annual 
NIRA-NRA Postal Rifle and Pistol 
Matches enter the last two months of 
competition. 

Open to any bona fide employee of 
a NIRA member company, the matches 
consist of eight different matches in .22 
rimfire rifle and pistol and CO, rifle 
and pistol for teams and individuals. 

Deadline for entries is April 30. For 
additional information or extra entry 


forms, write: NIRA. 203 N. Wabash 
Ave., Chicago 1, IIl. 


Exhibit List Grows 
At press time, almost three-quarters 
of the exhibit space had been reserved 
for NIRA’s 19th annual Conference 
and Exhibit, May 22-25, Detroit, Mich. 
The following companies have re- 
served space in the year’s only display 
of industrial recreation equipment and 
services: 
Adirondack Bats, Inc. 
American Bowling Congress 
American Locker Company, Inc. 
American Playground Device Co. 
The Athletic Institute, Inc. 
Automatic Canteen Company of America 
Capital Airlines, Inc. 
Champion Knitwear Company 
Cleveland Crafts Co. 
The Coca-Cola Company 
Conn Corporation 
Converse Rubber Company 
Eastman Kodak Company 
Encyclopaedia Brittanica 
Hancock Iron Works 
Hanna Manufacturing Company 
Happiness Travel Service 








Hillerich & Bradsby Company 

Interstate Vending Company 

Jewel Creations 

The MacGregor Company 

Miracle Equipment Company 

The Morgan Sign Machine Company 

National Association of Amusement Parks, 
Pools and Beaches 

National Bowling Council 

National Golf Foundation 

National Rifle Association 

New York Convention and Visitor’s Bureau 

Northwest Airlines, Inc. 

Northwest Automatic Products Corp. 

Organization Services, Inc. 

Pan American World Airways 

Pepsi-Cola Company 

Rawlings Sporting Goods Company 

Sabena Belgian World Airlines 

Saunders Manufacturing & Novelty Co. 

The Seamless Rubber Co. 

The Seven-Up Company 

Sico Manufacturing Company, Inc. 

Shakespeare Company 

Smith Enterprises, Inc. 

A. G. Spalding & Bros. 

Tandy Leather Company 

Transport & Travel Contractors, Inc. 

Waldron & Co., Inc. 

Wenger Music Equipment Company 

Wilson Sporting Goods Co. 

Zebco Company 


4th AMA Seminar 

Nine industrial recreation directors 
attended the American Management 
Association’s fourth workshop seminar 
on industrial recreation, Jan, 11-13 in 
New York City. 

The three-day session, “The Com- 
pany Recreation Program: An Integral 
Part of a Sound Personnel Program,” 
was co-chaired by John Leslie; NIRA 
president and recreation manager for 
Minnesota Mining and Mfg. Co., and 
Don Neer, NIRA executive secretary. 











ATTENDING AMA SEMINAR (lr), (standing) George Franko, Chance Vought: 
C. W. Hudson, IBM; A. J. Koenings, S. C. Johnson & Son; Mohammad Moshiri, 
National Iranian Oil Co.; John C. Lavisky, Wolverine Tube; Arthur R. Brauer, Ray- 
bestos; (seated) James Muckley, Smith, Kline and French; Don Neer, NIRA; John 
Leslie, 3M and NIRA president; John Tutko, USAF; and R. E. Van Duzer, Babe rock 

ileox. 
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JACK KRAMER 


wears and recommends 


CONVERSE 


Tennis Shoes 





KW. Q\'Oé A 


\ 









KK 


| 7 


NET STAR 


A= 


GRIP SOLE 


Towns 


No one knows tennis better than Jack Kramer. He chooses the new, longer 
wearing, Converse ‘“‘Grip’’ Sole for its positive, skidproof traction on every 
type of playing surface . . . including grass, polished and damp courts. Stress- 
ing the value of faultless footwork at tennis clinics everywhere, Jack Kramer 
recommends the shoes he wears — Converse! Look for the newest favorite of 
professionals and amateur players . . . the blue colored, molded ‘‘Grip”’ Sole 
on Converse NET STAR and SKIDGRIP tennis shoes. 


Also ideal for boating . . . this self-cleaning, new sole will not slip on wet boat decks. 
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SUMMER BOWLING LEAGUE 


Cool off ““Heat Tensiong’’... 
keep employees active and alert! 





MODERN, FULLY AIR-CONDITIONED bowl- 
ing centers provide an ideal summer recreation 
outlet—at minimum cost to the company! Make 
bowling the backbone of your summer program and 
combat the morale-sag during hot, sticky, summer 
months when tensions and tempers rise. 


STRIKINGLY FRESH AND COOL! Today’s 
modern bowling center is designed by the world’s 
top experts to provide fun and enjoyment for com- 
pany bowling leagues. 


BOW LING—AMERICA’S FAVORITE PARTI- 
CIPATION SPORT! Your employees will find the 


same enjoyable pleasures in summer leagues that 
they already are finding in winter leagues! Bowling 
is fun for everyone! From the first line, men and 
women can relax and enjoy bowling . . . even with- 
out special skills or dexterity. 


EASILY ORGANIZED! If you are new at bowl- 
ing league organization, or want help to make your 
league better, you can obtain free, detailed informa- 
tion on every phase of setting up teams or leagues. 
Your local bowling center will gladly help. Or you 
can write directly to The Brunswick-Balke-Collender 
Company, Industrial Bowling Department, 623 South 
Wabash Avenue, Chicago 5, Illinois. 


It’s not too late to organize a summer league, so get it started today! Summer or winter, 
for company sponsorship, bowling is the least expensive of all top participation sports. 


is 
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BRUNSWICK 


The No. 1 Name in Bowling 








